The goal set for this research is to propose a model of brand management to guide consumer choice to more sustainable options. The model assumes that consumers have varying degrees of awareness on the sustainability of products and services. At the same time, products and services may also be considered in varying degrees of sustainability. Thus the strategy of brands should be to communicate its sustainability aspects in order to reach the consumer who is at the same level. It is expected that from the momentum established by the model, in which more and more information is conveyed about the sustainability aspects of products and services, consumers start to be more aware and at least more informed. The independent variables were the brand's image and the price. The dependent variable was the participant's intention of purchase. There were 402 consumers subjected to the quasi-experiment. The results was analyzed at brand level and, in general, showed that more sustainable brands grew in participant's preference after they received information about the sustainability aspects of that type of product, but this gained preference were partially lost when participants were aware of product's prices.
INTRODUCTION
The marketing has been studied under different aspects that are part of the concept of sustainability, which include, social marketing, marketing 3.0, green marketing and greenwashing. But in Brazil, the convergence between Marketing and Sustainability is little Studied (Moretti & Toledo, 2015) .
In 2015, the UN adopted a new development agenda, which assumes the role of continuing the Millennium Development Goals. This new agenda was launched in September 2015 and entered into force on the first day of 2016. The new agenda is called Sustainable Development Goals, and consists of 17 objectives and 169 new goals. Among these objectives, the twelfth refers to responsible consumption: "ensure standards of sustainable production and consumption", being directly related to this research. It shows how relevant sustainable consume is in the contemporaneous era and that marketing and consumer behavior studies can contribute to sustainable development goals.
In this context, the overall objective is to propose a model of brand management to guide consumer choice to more sustainable options. Secondary objectives are: to analyze the importance of the brand from the perspective of sustainability and find appropriate ways to implement sustainability by organizations.
LITERATURE REVIEW
Sustainability is about the interdependence of living beings among themselves and in relation to the environment. It is the recognition of the needs and interests of other parts such as community groups, educational institutions and religious, labor and public, reinforcing the network of relationships that keeps them intact. It is also about valuing different aspects of human life as family life, intellectual growth, artistic expression and moral and spiritual development (Savitz, 2007) .
The term has its origin during the 1980s, with the growing awareness that countries needed to find ways to promote economic growth without destroying the environment or to sacrifice the well-being of future generations" (Savitz, 2007, p.2) and was popularized by the Brundtland report, prepared by the world commission of the environment development (WCED, 1987) .
Since then, sustainable development has been widely accepted by academics and the executives as a major theme in the research agenda and organizations (Savitz, 2007; Hahn et al, 2015; Serralvo&Belloque, 2014) . It means that organizations are required to manage their business taking into account the interconnected and interdependent, economic, environmental and social issues (Hahn et al., 2015) .
Sajeva et al. (Sajeva et al., 2015) used the Voltaire's view that a snowflake in an avalanche never feels responsible, the environmental problem is the fault of all the people. For these authors, while regarding sustainability involving the social, human and environmental aspects, and economic, as well as their interactions, it is clear that environmental problems are mainly caused by societies and their inability to keep within the limits imposed by the vast natural system in which we live (Sajeva et al., 2015) .
The Triple Bottom Line concept of sustainability rests in the integration of social, environmental and economic issues, making a tripod. According to this model, organizations, need to act responsibly in all three dimensions to be considered sustainable (Elkington, 1997) . But, Hahn et al. (Hahn et al., 2015) wrote that organizations have failed to apply satisfactorily the concept of sustainability. They discussed about prioritizing certain aspects, namely the lack of balance between the three dimensions, generating what they call voltages. This fact is due to the incompleteness of this model; and the proposal to minimize these effects is the application of an "integrative vision of corporate sustainability" (Hahn et al., 2015) .
This integrative view proposed that organizations need to pursue different aspects of sustainability simultaneously, and that managers have to consider the possible tensions between dimensions rather than dismiss them. According to the authors, through this strategy, management for sustainability will be taken beyond the Tripple Bottom Line (Hahn et al., 2015) . This model takes into account the systemic aspects, organizational and individual, in addition to economic, environmental and social dimensions, and yet circumstances, in a context, space and time to analyze the possible tensions in organizational sustainability.
Hahn et al. (Hahn et al., 2015) proposed an integrative model of strategic management for sustainability. In marketing, is also concepts related to the Tripple Bottom Line pillars: economic, social, environmental. These three concepts were treated separately: commercial marketing, social marketing and green marketing. But when considering the essential function of marketing, which is to meet the needs of human beings, social and environmental aspects are implicit, since the integrity of these is essential for humanity.
CONSUMER BEHAVIOR
Consumer behavior is the study of the processes involved when individuals or groups select, buy, use and dispose products, services, ideas or experiences to satisfy their needs and desires (Solomon, 2002; Engel, 2006) , and came as a distinct field of study during the 1960s (Pachauri, 2002) .
The marketing concept suggests that organizations must meet consumer needs, therefore, to implement the concept of marketing, organizations must understand their customers and stay close to them to develop products and services (Peter; OLSON, 1996) . Kotler and Keller (2000) aggregated to this idea the aspects of price, distribution channels and communication. The importance of consumer behavior knowledge rests on the foundation of modern marketing philosophy, which recognizes the consumer as the focus of marketing activity (Singh, Vrontis&Thrassou, 2011) .
All the successful marketing program is based on a well-grounded theory and understanding of consumer needs (Runyon & Steward, 1987) . Since pure economics alone cannot explain all variations in sales, several sub-perspectives within the discipline can offer rational explanations for variations in demand (Pachauri, 2002) .
Each customer is unique and their behaviors vary (Grant, 2007) . Simple observation provides a limited view of the complex nature of consumer choice, so researchers have increasingly sought the concepts and methods of more sophisticated research, provided by the behavioral sciences in order to understand, predict and possibly control consumer behavior more effectively. Therefore, the amount of generated knowledge must be assessed in terms of its ability to improve the efficacy of marketing practice (Pachauri, 2002) .
A consumer behavior definition, proposed by the American Marketing Association -AMA in 1989, is "the dynamic interaction of affect and cognition, behavior and environmental events by which human beings conduct aspects of their lives exchanges" (AMA, 2016). This definition, according to Peter and Olson (1996) analysis, presents very interesting aspects to be analyzed. Consumer behavior is dynamic, which means it is a system moving with constant changes and alterations. Moreover, it involves interactions between affect, cognition and environmental events that promote these changes in behavior. Rocha and Barros (2006) thought consumption by anthropology and explored the theme in the sense that consumption is a system of signification, in which the main social needs supplies is the symbolic necessity. This thought goes beyond the simple selection, use and disposal of products. For the authors, "consumption is like a code, and through him are translated much of our social relations and prepared many of our subjectivity experiences" (Rocha & Barros, 2006, p. 45 ).
This code reflects feelings and social aspects, forming a classification system of things and people, goods and services and groups. Since consumption allows an exercise of "classification" of society, this can be inclusive in two different ways, through the insertion of new products and services that are added and are articulated to the other, and the inclusion of identities and social relations which are defined largely from that code (Rocha & Barros, 2006) .
This second way to include consumption is closely linked to conscious consumption, in the sense that this new way of consuming focusing on sustainability must be linked to an identity and supported by "compassion" towards the social relations of the individual.
BRAND CONCEPT MANAGEMENT-BCM
The model proposed by Park et al (1986) shows how many concepts related to brand management and marketing can be integrated into a single model. Koch (2014) pointed out that this model has played a key role in launching the research area of brand extension, in which the positioning of the brand is important. Park et al (1986) explained that the selection of the brand concept can be given by the identification of functional, symbolic or experiential needs. A brand with the functional concept is defined as one that is designed to meet international consumer needs. The ones with the symbolic concept are developed to link an individual to a group, to a context or the image itself. A brand with the experiential concept was developed to fill internally generated needs for stimulation or variation.
According to the authors (Park et al., 1986) , still, the terms "functional", "symbolic" and "experiential" are used to reference an image created by a brand, not a product of class. Any product can theoretically be positioned as functional, symbolic or experiential, and may still have a mixture of these concepts, as many brands have. That is, it is possible to develop an image of brand with two or more concepts.
They explained the relationship (Park et al., 1986) between the concept of a brand and its image must be managed throughout the life of the tag. For each of the three stages of management proposed by the authors, introduction, development and strengthening, there are particular positioning strategies, accompanied by appropriate marketing strategies mix, allowing consumers to understand the brand image (introduction), realize their value increasing (development), and generalize this picture to other brands of the organization (fortification).
The stage "Introduction‖ is defined as a set of activities to establish an image or positioning a brand in a given market during the entry period on the market. The image and positioning selected by the organization must be within the concept of the limits of the selected brand and be influenced by the presence of a niche in the market. At this stage, there may be a change in sales. When the marketing mix elements are consistent with communication, operational and complementary tasks among themselves (for example, coordinated), a synergy is more likely. The mixture coordinates successfully communication and operation tasks, the relative advantage of the brand should be apparent to the target market. Another goal of brand management concept during the entry period in the market is to develop an image that could be extended easily during subsequent phases. If this introduction does not try to foresee the next steps, synchronization efforts between steps tend to be less effective (Park et al., 1986) . During the -development‖ stage, the positioning strategies should focus on improving the value of the brand image so that its relative superiority to competitors can be established and sustained. Increasing the perceived value of the brand is essential as the competitive environment becomes more complex. For example, an increase in the number of competitors emulating the brand's position may decrease the ability of consumers to discriminate among brands. Moreover, the changing needs of consumers, triggered by factors such as a better knowledge of the product, or products best wishes (particularly through the use of specific situations), may require specific strategies to increase the value of the brand. It is worth mentioning that positioning strategies, implemented at the "design" stage may require the amendment of the marketing mix components (Park et al., 1986) .
The authors (Park et al., 1986) pointed out the fact that the positioning strategies at that stage differ from a typical repositioning strategy. Firstly, the repositioning usually does not depend on a primary means for guiding their activities. In contrast, according to the scenario, positioning strategies in preparation, are guided by the concept of the brand. This is because the image in preparation is established, of course, the concept of the brand. Thus, the image produced is a logical extension of the initial phase and the potential inefficiencies associated with the change of an image without a scenario guiding, can be avoided.
Plans for the positioning at the stage of "preparation" should begin when the concept of the brand is initially selected by the planning for the positioning of activities. The concept selection phase, the company can create its own changes rather than react to market changes, as they occur. It is noteworthy that the repositioning, by contrast, is usually determined from the current market conditions in the short term. Several different strategies for positioning can be used to increase the value of the image in this stage (preparation).
Mainly because the brand can be made via its usefulness, or can be defined to meet a more specific need (Park et al., 1986) .
Finally, keeping the exclusivity of the brand can increase their perceived value. The placement strategy that is more suitable to increase the value of a particular brand may be given by the initial concept. Although the preparation of the image may require an adjustment of the initial position. As in the introductory phase, the marketing mix elements, in preparation, will be more effective and efficient in increasing the value of the image, when these elements are consistent with the communication objectives, operational and complement each other.
In the final phase of the BCM, the stage of "fortification" aims to link a brand image developed in the image of other products produced by the company in different product classes. Various products, all with similar images, reinforce each other and serve to strengthen the image of each brand. So, all brands can benefit from this strategy. Strengthening the image of a brand by a fortification strategy does not imply that the brand development stage has been completed, it should continue throughout the life of the brand. During the fortification phase, the new product placement strategies establish the connection with the existing concept of the brand (and consequently, the image drawn brand). This connection can be achieved by a common identification joint promotion or joint distribution (Park et al., 1986) .
PRICE
The price is "the amount of money that one must sacrifice to get something wanted" (Monroe, 1990, p.5) , also acting as a product quality signal (Monroe, 1990) . "The most common and obvious" to Diamantopoulos (2005, p. 245) is the importance of price to the rational principle that it is the only aspect of the marketing mix that generates revenue, while others are associated with costs. Thus, costs are incurred in order to create value while the price has the role to extract value. For Semenik and Bamossy (Semenik and Bamossy, 1995) , the price is a tool that assists in one of the key roles of macroeconomic marketing function which is to facilitate the exchange process. "The price establishes a foundation to culminate in an exchange between the parties" (Semenik&Bamossy 1995, p.352).
Through the price it is established the level of reward for the production and management activities involving a particular product. However, Diamantopoulos (Diamantopoulos, 2005) emphasized that the aspect of revenue is not "in any way" (Diamantopoulos, 2005 , p. 245) the only feature that makes it important. The price significantly impacts the volume of sales and therefore the participation of the brand in a given market. Diamantopoulos (Diamantopoulos, 2005) wrote that studies have shown that the price elasticity is up to 20 times higher than the elasticity of advertisement. Besides having a strong influence on demand, price's influence is manifested faster than the other aspects of the marketing mix.
Still comparing the price with the other components of the marketing mix, it is a variable that can be adjusted with a certain speed. However, Diamantopoulos (Diamantopoulos, 2005) warns that this is also a handy advantage to competitors and, on the other hand, reactions to price changes are not only faster, but more intense too, which also calls for a lot of caution in its decision-making process, since the results should promote significant impact.
While discussing price, Semenik and Bamossy (Semenik and Bamossy, 1995) followed a rationale with more emphasis on customer, rather than seller. There is other aggregate acquisition cost price, such as the time consumers takes to get a particular product; the convenience is also associated with site acquisition, opportunity and risk. For instance, consumers may think the risk of buying an unknown brand is higher than paying the higher price for name brand.
Broone and Kurtz (Broone and Kurtz, 1998), indicate that in practice the determination of cost-based pricing is the most popular method, what also occurs in Brazil according to Botelho and Urdam (Botelho and Urdam, 2005) . However, Semenik and Bamossy (Semenik and Bamossy, 1995) adverted that it is a mistake to consider only the production and marketing costs in determining the price of a product. While these costs are "extremely important" (Semenik&Bamossy 1995, p.353) because it cannot determine a price that does not cover these costs, a price based only on these premises can be too high or low for the market because it does not recognize "important public" that will evaluate the price.
The authors explain that, besides consumers, there are other relevant public that affect pricing decisions. Members of the industry, as wholesalers, retailers and distributors, direct and indirect competitors, the government, which may impose restrictions to prices, and the company itself, are the highly influencing players in price decisions (Semenik&Bamossy, 1995) . But for Semenik and Bamossy (Semenik and Bamossy, 1995) , customers are the most important group, the actual customers and also the potential ones.
Understanding how consumers think a product, you can decide on which product features and services will allow the company to establish a price that will both be perceived as appropriate by customers and allow the company to cover its costs and obtain a reasonable return. (Semenik&Bamossy 1995, p.353) Serpa and Avila (Serpa and Avila, 2004), while working with the relationship the reference price and the theory of perspective also approached this concept. For them, this relationship is the basis used by the consumer to judge the actual price charged for a product. The notion of justice is what determines the setting of the reference price. The reference price is the price that the buyer considers reasonable or fair.
Complementing the vision of Semenik and Bamossy (Semenik and Bamossy, 1995) and Diamantopoulos (Diamantopoulos, 2005) , Broone and Kurtz (Broone and Kurtz, 1998) emphasized the legal and economic aspects in pricing theory. The authors note that in addition to the previously presented theory, there are rational rules that must be respected and that also go beyond the calculation of the cost of a particular product.
MODEL PROPOSAL
This model is centered on the consumer. The proposal considers that in the context of sustainability, consumers have varying degrees of awareness of the products and services. Thus, the level of consumer awareness is the first key pillar of the model. It is noted that a consumer can have different degrees of consciousness for different products. However, the degree of awareness of a consumer should have no major gap between different products or services, because when the consumer has certain degree of awareness and knowledge about a topic or product, means that he has a critical thought regarding their way of consuming, and it should reflect in other issues.
The second pillar is the sustainability strategy that should be applied on the business, it is an essential aspect that must have validity, truthfulness and transparency for consumers, and it cannot carry out the practice of greenwashing (or been perceived as greenwashing by consumers). The sustainability strategy does not have to be developed in the same way proposed in the model. This is a logical suggestion of how sustainability can be developed and expanded in an organization. However, this form is more appropriate to the model as well as the organization will not meet the demand of consumers in each of the levels of consciousness indicated in the model. In this pillar, to move from one level to the other, the strategy should be cumulative. An organization that offers a sustainable product must maintain aspects of sustainability achieved in the previous level, and also sustainable level transactions in question.
The third pillar of the model is the strategy established by the brand in each consumer awareness level. This strategy, as well as sustainability, should also be accumulated. A brand that has reached the degree of integration with certain consumers should keep the information strategies and interaction to meet the consumers of other levels. The brand strategy is always based on information regarding product sustainability aspects however, the way it is presented in the third column "brand strategy" is the best way of how this information should be transmitted to the consumer, because the higher the level of consumer awareness, more demanding will be presented on their relationship with the brand.
As presented previously, the model has three key pillars and four levels. Figure 1 shows the model structure.
Figure 1 Brand Management Model for Sustainability
It is important to note that consumer awareness levels are also cumulative, so the active conscious consumer is also can be considered conscious and informed, it just cannot be regarded as "passive" as a levels of consciousness.
One aspect that can influence the model is the price. The more sustainable product or service tends to be more expensive in practice. Thus, what happens is that when consumers relate to brands, the form shown in the model, may want to change your choice of consumption, but it can be limited by the difference of price paid for such a change.
It is important to explain that at in all levels, there may be a shift in consumer awareness or not. At the first level, the passive consumer can remain at the same level, but have received information, will an informed passive consumer. In other levels, the consumer only remains at the level it is, with the same degree of consciousness.
METHODOLOGY
The aim of the field research is to test the model proposed in this research. This test was done with consumers by means of a quasi-experiment. The product chosen for the quasi-experiment was the milk. In this market, there are different categories of milk, of which four were selected and assigned to the four model levels: UHT (Ultra High Temperature process), pasteurized, Organic and Soy Organic. For each category, one or two brands were used to represent them, as it is shown on the table 1. Each of the levels proposed in the model is represented by one or two brands and thus it was possible to test the selection of product category, and therefore its degree of sustainability, from the choice of the mark made by the participant. Following the research protocol proposed for the realization of quasi-experiment is presented. In this research, two independent variables were isolated: the first is the image of the milks´ brand and the second is the price. The dependent variable is the participants´ intention to purchase among the options.
They were subjected to quasi-experiment 402 consumers of milk. The participants were selected by convenience, i.e., means that the selection has not been made by randomization, which characterizes the quasiexperimental method (Shadish et al., 2002) . The test was available online and publicized through social networks and email. We asked people to forward the email and share the tests´ link on their own social networks, so it is not possible to estimate how many people received the invitation to participate. Participants indicate the purchase order of preference of the brands in the form. The prices of the brands involved in the test are exposed to participants. The prices of the brands involved in the test are exposed to participants. O 9 Participants indicate the purchase order of preference of the brands in the form.
The participants received clear and objective instructions regarding the procedure and informing that the information would be anonymous. Participants were subjected to nine measurements and six interleaved experimental treatments.
Initially, participants read the consent term and informed if they agreed with it. Then informed their gender, family income, age and the type of milk they consume, from the options: UHT, pasteurized and Organic. For each test phase, it was considered the number of participants, as follows: Participants who choose pasteurized milk in the question presented before the experiment: "What kind of milk do you consume?" were not considered in the first phase of the test that addressed UHT and pasteurized milk. Participants, who choose organic milk in the same issue, were not considered in the first and second phases of the test. Additionally, there was considered only in the second phase, the participants that have chosen the pasteurized milk in the second observation (O2) and in the third phase participants who chose the milk type A in the second observation (O2) and organic milk in the fifth observation (O5). Therefore, the second and third stages, the -n‖ varies, it is the number of participants who have gone to these levels.
The following packages were presented, milk brands, which represent levels 1 and 2 of the model. Then the participant indicated on the form the order of preference for the purchase of each of the brands, the first option to the fourth option, this is the first observation (O1). After this stage, the participants received the first O 4 Participants indicate the purchase order of preference of the brands in the form. The prices of the brands involved in the test are exposed to participants. O 6 Participants indicate the purchase order of preference of the brands in the form. experimental treatment (X1). Appeared a screen with two images containing information about the types of milk in question. An image had negative information about the type of milk lesser degree sustainability, and other positive information about the type of higher degree of sustainability milk. In this first stage of quasiexperiment, the long-life milk is the lowest grade and the milk is the highest level. After reading the information, participants indicated again the order of preference for the purchase of each of the brands; this was the second observation or measurement (O2). Participants then received the second experimental treatment (X2) which was the exposure of product prices on the images of milk packaging in question. After that, participants were asked again about their purchase choice, also be noted in electronic form. This is the third observation (O3). Here it was finished the first part of the test. Then occurred the change of brands presented to the participants. The presented brands passed to those relating to the following levels. This procedure was repeated two more times were tested for the second and third levels, and subsequently the third and fourth levels, but with only one brand representing each level.
The variables were analyzed by their measurements. The quasi-experiment under analysis has dependent samples and should be carried out test of difference between the means of dependent samples, because what is sought is to evaluate if there are changes in the behavior of individuals before and after certain interventions. For Zikmund (Zikmund, 2011) , the chosen design allows to conclude that the difference between the observations (O2-O1, O3, O2 and so on) is a measure of the influence of the experimental treatment, which is performed in the first stage of the test calculation:
= − −1 (1) At where: d: difference between the position of products in the participant's preference before and after the intervention. On: position the product in the participant's preference after the intervention, 1 being the most preferred product.
On-1: product position in the participant's preference, before the intervention. Is obtained, then the average difference between observations:
(2) After the calculation of the differences between observations and their average, the assumptions made were found in table 2. Interventions were made in favor of products with higher level of sustainability and therefore if the interventions X1, X3 and X5 have the expected impact, the products with the lowest level (eglong life compared to Type A) must lose positions, while higher level should gain positions. In addition, since most organic products have higher prices, it was expected that the interventions X2, X4, X6, and would lead to a decrease in preferably more organic products.
Lastly, the hypothesis that increased preference for products with higher level of sustainability was observed remains significant even after knowledge by participant's higher prices that these products possess (as O3 -O1). It is noted then that the assumptions were set considering the importance of the direction of change in the preferences of the participants for the products, and not only if there was a change regardless of the direction. (Freedman et al., 1998) , but the work that presents this protocol more closely to this case is Levin and Fox (Levin and Fox, 2004) .
Data analysis consisted in checking the difference between the observations through a test of difference between means. First, it was calculated the standard deviation of the sample, then identified the number of degrees of freedom (g.1.) and performed calculation of the statistical standard Student's t. Finally, it was calculated the p-value.
RESULTS
The average analysis enabled the graphic display of results, however, to say that these changes are in fact significant, statistical tests were done. Table 4 shows the calculation of the Average, the Standard Deviation, the Standard Error, t test value α, for the difference between the first and second, third and second, and the third and first observation for each of the brands. The values are then analyzed.
The results, in general, shows that less sustainable brands fell on the preference of the participants after they received information about the sustainability aspects of that type of product, but regained preference when they were told on the price of these products. This is justified by the fact that the most sustainable brands are more expensive than less sustainable. It is noteworthy that despite the less sustainable brands have gained preference after the presentation of the prices, they have not returned to the same level of preference they had prior to exposure of information on the sustainability of the product types.
This general condition, has not been shown statistically to the Parmalat brand between the two observation and observation three (O3-O2) that is, in the first phase of the test. Although the simple average show that Parmalat brand has gained 0,030 positions. The t test and p-value showed that average cannot be considered statistically different from zero and, therefore, should reject the hypothesis of the Parmalat brand has gained the preference of participants to check their price.
Other changes that could not be confirmed statistically were the brands Fazenda Bela Vista and Timbaúba between observation four (O4) and observation six (O6). The simple average shows that the Bela Vista Farm brand lost 0.04 position, while the brand gained Timbaúba. But with the result of t-test and p-don´t indicate that these changes in positions are relevant, so in this case, the hypothesis must also be rejected. And the difference between the ninth observation (O9) and seventh (O7) to Timbaúba and Native marks in the third test phase.
In all, five of the eighteen hypotheses presented on the Table 2 , were statistically rejected. Hence, we conclude that the proposed model is consistent and relevant, so the purpose of this research was reached.
CONCLUSION
The goal set for this research was to propose a model of brand management to guide consumer choice to more sustainable options. And the secondary objective was to test this model through a quasi-experiment. As result of the marketing efforts to propose sustainable solutions, using theories as consumer behavior and marketing mix, appeared conscious consumers, who are those who acquire products with a low environmental impact. However, sustainable consumption also involves other actions, as seen, which are to reduce, reuse and recycle.
It is observed that among the analyzed sample, there are different reactions to put interventions, and some consumers have changed their choices and thus changed the characteristics of the sample, other participants have not changed. Importantly, the Brand Management Model for Sustainability also includes those consumers who despite receiving information on the sustainability aspects of products would not change your brand preference consuming.
The model seeks to cater to consumers with varying degrees of awareness of sustainability and thus categorizes the marks with respect to these aspects. However, it is important to highlight that does not mean that brands are better or worse. Brands are more sustainable or less. The market comprises all those consumers and all these brands, and more than the choices of consumers are more sustainable, there will always be demand for each brand in each of the model levels. Thus, an essential function that the model provides is to position the marks with respect to sustainability in this universe (market).
The central point of understanding that brands are not better or worse is the price. If a family has a low income, you cannot make more sustainable purchasing, and then mark it consumes is adequate. Moreover, reducing hunger in the world it is also a goal of sustainable development -ODS.
There is much more to do regarding the continuity and completeness of research on the topic, and the possibilities that this model offers. It would be interesting to test the model with other types of products, as well as another research approaches such as the use of interviews and a survey application.
